




ABSTRACT 

Finns can reach the consumers of their mobile apps directly with promotional messaging by 

utilizing push notifications. All of these alerts have the potential to enrich the user 

experience of a smartphone in one way or another, b~ it through enhaneed content or the 

interruption of previously scheduled activities. As a result, it is crucial for marketers to 

comprehend the impact that communication frequency has on consumer response. Using the 

PRISMA methodQlogy, the systematic review finds an initial pool of 18,72~ possibly 

relevant scientific papers. The 17 studies analyzed for this qualitative synthesis all agree: 

push notifications are an effective tool for getting people to start using your app regularly. 

The more often an app is used, the more it is used, and the more active users can tolerate the 

app. However, it is also demonstrated that receiving too many notifications can be 

annoying, thus consumers should be given the option to control this setting. Partic1.ilarly, 

studies that analyze the interaction of frequency, content, and appearance of notifications 

based on actual observed behaviors rather than conduct reported via questionnaires have 

been identified as a research gap. 
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